14        EFFICIENT MARKETING FOR AGRICULTURE
of farmers are entirely necessary to produce raw materials for" food and clothing adequate in quantity to meet the needs of a dense population of consumers. On the contrary, if marketing is to be accomplished with the least expense and this is to be realized only by having enterprises of larger si^e7 there should be no more middlemen in business than are required to operate the necessary number of marketing enterprises, each of which conforms to conditions necessary for real efficiency.
Marketing contributes benefits to consumers not by creating physical commodities but by rendering certain necessary services.   Unlike farming, middleman services are most  efficiently rendered by large-scale units.    The consumer   and fanner are both primarily interested in being served  most efficiently by middlemen, because this would mean minimum prices for consumers as buyers, consistent with maximum prices to farmers as sellers.   Thus both parties are satisfied.. In actual practice, however, middleman services are not as a rule performed by operating units of sufficient size to be rendered most economically.    Generally speaking, too many people are attempting to render these services and as a consequence the entire volume of business is divided among units so small as to be inefficient.   Thus in a line of work where the minimum number of middleman concerns would most   efficiently serve consumers and farmers, the excessive number is attributed to the grasping motives of private profit makers. The desire for private profit is, therefore, held responsible for evils in marketing.    So many people are in the marketing-business that the units become inefficiently small and competition is weakened to the point where all are compelled  to fall in line with the charging of high prices to consumers and of paying low prices to fanners.   The supposed motive of the middleman, so far as consumers and farmers are concerned, is accordingly thought to be wide margins.   In the attitudes